Introduction
Despite the publication in the last 15 or so years of a body of candidly interpretive consumer research (Hirschman, 1992; Holbrook and Grayson, 1986; Levy, 1981; O'Guinn and Belk, 1989; Belk et al., 1988; Wallendorf and Arnould, 1991; Hill 1991) , this approach to studying consumers is still at the vanguard of consumer behaviour research. It has received much criticism Tybout, 1987, 1989; Hunt, 1989) and has been equally vigorously defended (Holbrook, 1987; Holbrook and O'Shaughnessy 1988; Ozanne and Hudson, 1989) . As Spiggle (1994) pointed out much of the controversy over interpretive consumer research has been at the epistemological level. Of special consideration has been the issue of how knowledge emanating from such research can and should be evaluated Tybout, 1987, 1989; Hirschman, 1985; Thompson et al., 1989) .
Additionally, there is what might be called the``scientific'' debate which questions which types of research can be classified as`s cientific'' and implies different levels of research from the everyday to the scientific and together with this an implied value judgement of the relative contributions of each Tybout, 1987, 1989; Holbrook, 1987; Hirschman, 1985) . More recently there has been an increasing challenge to the view that the scientific method should have predominance over other approaches (Brown, 1995; Belk, 1995) in an area of research where the irrational and unpredictable aspects of consumer behaviour are increasingly being acknowledged (Goulding, 1999) .
The body of interpretive research emanates almost entirely from a relatively small band of well established consumer researchers based in the USA who having developed their reputations in more``traditional'' areas of consumer research, risk less by exploring more controversial approaches and at the same time have more likelihood of having their research published and thus brought to a wider audience (Hirschman, 1985) . Even so, interpretive research can be found published in only a few places; primarily the Journal of Consumer Research and specialised conferences. Writing in 1986 Hirschman reported that over the previous three decades there had only been one empirical study reported in the Journal of Marketing which had made explicit use of non-positivist methods (Hirschman, 1986) , this was Sidney Levy's 1981 study of American consumers' feelings and approaches to food consumption (Levy, 1981) . In 1989 the editor of the Journal of Consumer Research found it necessary to give a detailed breakdown of the number of post-modern to positivist manuscripts received together with their relative acceptance rates. During a period of just over one year the journal had received 361 positivist manuscripts as compared to 37 post-modern and accepted 72 positivist and 12 post-modern. However, he felt obliged to defend the slightly higher acceptance rate of post-modern manuscripts and assured his readers of the rigorous review process they went through (Lutz, 1989) . This seems to highlight some of the concerns and tensions felt in the consumer behaviour field regarding the relative influence of post-modern research.
Background Hirschman (1986) examined the evolution of marketing as an inquiry system to explain its still firm reliance on positivist methods originating in the physical sciences. Her analysis suggested that marketing's early association with economic criteria such as profitability, cost minimisation and marginal returns together with an emphasis on physical distribution logistics and efficiency led to a harmonious union with positivist theories then current. It may be still somewhat surprising, considering how marketing thought has developed over the years, that its conceptualisation to include its more subjective, constructive side has taken so long to be translated into appropriate forms of research method. This paper examines the place that interpretive consumer research still holds on the perimeters of what is considered to be consumer research and explores some of the problems that have arisen in particular from the confrontations between the``positivists'' and the``interpretivists'' and argues for the acceptance of a softer humanistic approach which allows both paradigms to lie together in an inclusive rather than exclusive manner.
The first section will consider what is meant by interpretive research and its axiological and epistemological assumptions; this will be followed by a discussion of its merits and criticisms. There will then be a discussion of some of the differing approaches to interpretive research within the consumer behaviour discipline. Methodological issues including the trustworthiness of such research will then be discussed and finally some examples of this approach will be considered with reference to their relevance to current and future consumer research.
What is meant by interpretive research? Sherry (1990) refers to the``interpretive turn'' in consumer research which covers a number of labels in current use. Interpretive research has been used to identify types of consumer research which have also been described as`n aturalistic'' (Belk et al., 1988) or`h umanistic'' (Hirschman, 1989) . While there are differences between all the characteristics of these modes of inquiry (Hunt, 1989) , for the purpose of description and of giving a general understanding of this area of consumer research, they can broadly be considered interchangeable titles.
Subjectivity and objectivity in interpretive consumer research
Interpretivists emphasise the totality of the human being which emerges through the course of their lives (Hirschman and Holbrook, 1986) . Interpretive researchers see the limitations of quantitative measures primarily in their static state, rather viewing consumers as in a process of continuous emergence. Hirschman and Holbrook (1986) did not reject quantitative approaches but viewed them as measures based on one aspect of a consumer at one point in time which they translated as being like a snapshot of someone no longer there. Similarly they did not reject the concept of a``real world'' out there but presented the``reality'' which mattered most during consumption as that which is subjectively experienced in the consumer's mind. It is this experience, they believe, which is real to consumers and so researchers should shift from the traditional scientific posture of personal distance and a priori theoretical structure to one of trying to understand consumers' experiences in their own terms. This approach was supported by Thompson et al. (1989) in their description of the method of existential-phenomenology where they presented consumer experience as``being-inthe-world'' and describing this experience as it emerges or is``lived''.
An important role for interpretive researchers is the part they take in studying phenomena from the perspective of those consumers involved with the phenomena rather than consumers as part of the physical world. Researchers are the measuring instruments and their understanding will derive from personal experience rather than manipulation of variables, as Hirschman puts it``personally experienced knowledge serves as scientific data '' (1986, p. 236) . Clearly this raises the question of whether the researcher can always adopt the subjective position of their respondent and, as Goulding has indicated (1999) , whether indeed this can be realistically achieved in situations which are far removed from the experiences of the researcher. Reality has to be constructed through the researcher's description and/or interpretation and ability to communicate the respondent's reality. Clearly such an approach can always call into question whether this was the actual reality of the respondents at the time.
Managerial usefulness of the interpretive approach
A potentially controversial aspect of this research approach is its shift in focus away from managerial usefulness. Consumer research becomes grounded in a central preoccupation with consumption while at the same time remaining independent of a need to show relevance to marketing or other managerial interests (Holbrook, 1987) . In this sense it becomes a field of inquiry in its own right and may be closer to the humanities than to science. This can be an uncomfortable position to hold for marketing researchers as Belk (1986) has highlighted. Traditionally it has been considered that there is little overlap between art and science; art, Belk pointed out, has been considered to be concerned with seeking beauty while it is science that seeks truth (1986) . Such a research approach may be incommensurable with that of empiricism or``positivism'' (Ozanne and Hudson, 1989; Hirschman, 1986) , even though some such researchers have adopted a more positivist paradigm in the past (e.g. Hirschman, 1979) . Others have accepted the plurality of approaches more readily as representing alternative but not exclusive worldviews (Thompson et al., 1989) . However the position taken by the former has led to criticism that they are making the mistake of using incommensurate as a synonym for different (Hunt, 1989) .
However, while some researchers may not feel a need for their research to have managerial implications as such (Holbrook, 1987) , the corollary of this position is not that such research cannot have implications for management. Indeed, as with qualitative research in general, the interpretive approach can bring managers closer to their consumers, and by exploring themes that may have previously only been captured by statistics, provide useable insights into how their customers actually consume (Szmigin and Foxall, 1999; Fournier and Yao, 1997) . An understanding of different consumers' constructed realities is not only of use to academic researchers, but is also a reminder of the fluidity, complexity and dynamism of the market to those managers who need to understand it.
Comparison of paradigms
Interpretivist authors have used the technique of comparison across paradigms (Cresswell, 1994; Lincoln and Guba, 1985; Hirschman 1986 ) to highlight differences in philosophical and practical implications of research methods.``Positivist'' interpretation of basic assumptions such as that presented by Ozanne and Hudson (1989) , have been criticised as caricaturing the empiricist approach (Hunt, 1989) . For example Hunt rejected Ozanne and Hudsons' claim that a fundamental premise of``positivists'' is that of`i mmutable social reality'' or that human behaviour is``entirely deterministic''. The stance taken by Hunt is apposite; the terminology of many of the writers comparing the two approaches but supporting the interpretive approach generally might lead one to believe that``positivism'' is basically a disagreeable position to hold, and this in turn leads to a climate of argument and counterargument (Phillips, 1987) .
Axiological assumptions of an interpretive approach Ozanne and Hudson (1989) represent thè`p ositivist'' central goal as being explanation via the subsumption under universal law together with prediction; here one looks for an underlying systematic association of a variable to explain a phenomenon, this in turn can help to predict the phenomenon. On the other hand the``interpretivist'' is represented as seeking understanding. This involves identifying both individual and shared meanings while accepting this to be only present understanding subject to the hermeneutical circle of past understandings and knowledge influencing present and future``reality'' of what is under study. Hirschman (1986, p. 238) summarised the fundamental beliefs of what she terms the humanistic inquiry as follows:
(1) Human beings construct multiple realities.
These realities can be comprehended only as gestalts, that is holistically. (2) The researcher and the phenomenon under study are actually interactive. The researcher cannot``distance'' himself from the phenomenon nor can the phenomenon be understood without the personal involvement of the researcher. (3) The aim of research inquiry should be the development of an idiographic body of knowledge consisting of tentative statements about a particular phenomenon. That is the researcher should strive to construct a``thick description'' (Geertz, 1973) of the phenomenon under study, which describes its complexity and internally constructed meaning. (4) Because phenomena are engaged in a process of continuous creation, it is meaningless to designate one set of phenomenal aspects as`c auses'' and another set as``affects''. (5) Research inquiry is inherently value-laden because researcher values inevitably influence the choice of phenomenon, choice of method, choice of data and choice of findings. (6) Research inquiry is a social construction resulting from the subjective interaction between the researcher and the phenomenon. Thus, knowledge is subjectively attained. Knowledge is constructed, not discovered.
These beliefs are reprinted here in full as they well summarise the points which underlie much interpretive thinking and act as the basis for this approach to research. It may be reasonable to present consumers as individuals continually changing their needs and behaviour depending on their own internal states and their mutable environment. However, counter to the interpretive position it may be equally reasonable to suggest that aspects of consumer behaviour can be explained through understanding and while not inferring that this will lead to the development of universal laws, it can aid in, if not predicting future behaviour, at least helping to identify possible alternative modes of behaviour and thus provide some causal imputation (Hunt, 1989) .
Ontological assumptions
The nature of reality for``positivists'' is, according to Ozanne and Hudson (1989) , that a single unchanging reality exists, which is divisible and fragmentable. Against this somewhat polarised positivist stance they compare interpretivists as believing reality to be mental and perceptual with different perceptions resulting in different realities. Hirschman and Holbrook (1986) put forward a view with a differing emphasis which is perhaps more acceptable. They accept the real world``out there'' as being very important especially with regard to the interaction between that objective reality and people's subjective experience but to them thè`r eality'' which matters most in a consumption situation is that which is subjectively experienced in consumers' minds. A compromise position may be to accept multiple realities exist without denying the possibility of objective reality in some areas of nature.
With regard to the nature of social beings Ozanne and Hudson (1989) argue that many versions of positivism hold human behaviour to be determined by outside influences while interpetivists believe a voluntaristic model of humans. Again Hirschman and Holbrook (1986) provide a mediating position arguing that remarkably few consumption experiences hinge on the assumptions of a paradigm such as that of say Reasoned Action (Ajzen and Fishbein, 1980) . Both positions may be deemed to determine human behaviour depending upon the circumstances; one can pick up items off a supermarket shelf knowing that the purchase has been determined by the packaging and nothing more but similarly one can spend many minutes deciding which ingredients of like brands or products are most appropriate for one's needs. Similarly consumers are well able to distinguish when they make an impulse purchase and when they have pursued a more purposive approach (Thompson et al., 1989) . A question we should ask is whether we are making potentially premature closure on basic assumptions if that is to exclude other possible``truths'' or``realities''. Hirschman and Holbrook (1986) contend that ultimately any model of consumption can not expect to realistically identify causal effects reliably. We must, they say, accept that everything depends on everything else and none are independent. Hirschman and Holbrook go on to develop their thesis by saying that to disentangle the consumption experience other than as a complex system of mutually overlapping interdependencies is probably an elusive goal. They conclude:
Thus, in the end, the long sought-after consumption experience must be viewed as an emergent property that results from the interrelationships and overlaps among person, environment, thought, emotion, activity, and value (1986, p. 236).
Epistemological assumptions
To achieve their goal of seeking general laws which may be applied to many different people, the``positivists'', Ozanne and Hudson (1989) say, emphasise proper scientific protocol which involves the identification of a conceptual framework and the use of a controlled environment where the researcher and subject are kept separate to ensure accurate, repeatable results which can be generalised. Interpretivists may identify patterns of behaviour but fundamentally believe the world too complex and changeable to attempt the identification of causal relationships (Thompson et al., 1989) . Researchers typically do not enter the field with identified relationships to test; the research design evolves within the changing environment.
While Ozanne and Hudson (1989) describè`p ositivism'' and``interpretivism'' as two opposing views representing different approaches to understanding social beings and their world, they do also argue for an understanding and acceptance of each approach with a view to developing more plurality and tolerance within the discipline.
The points made above support this position although it would appear not in the way many interpretivists or positivists would find acceptable. Ozanne and Hudson (1989) argue for dialectic analysis (exploring the conflict between opposing views in order to find a synthesis) to help deal with the diversity and possibly produce some integration. While they regard this as a goal difficult to achieve in relation to the different views regarding the nature of reality, they hold out greater hope for some integration across the two views with regard to the nature of social beings.
Some researchers are more optimistic about the possibility of greater pluralism and its benefits. For example, both Ryan (1986) and Belk (1986) have appealed for broader and less inclusive epistemologies where different disciplines and approaches may be allowed to work with one another with a view to achieving not only greater understanding but also better results. Hirschman and Holbrook (1986) suggest that to investigate and comprehend the consumption experience the researcher needs to be involved with the phenomenon. In this way the researcher cultivates an openness which will be receptive to the structures and meanings which come directly from the consumer. They add that consumers' experiences need to be understood in their terms rather than forcing them into some preexisting structure of the researcher's making.
Methodological assumptions
Role taking is their suggested approach to addressing the data. The researcher should learn to take the role of the other to greater understand his life and then recreate it holistically. The preferred method being a descriptive account which captures the richness and detail of the people's lives. Calder and Tybout (1989) described the methodology of role taking as coming into sufficient contact with the consumer's world so as to experience it as the consumer does. In fact researchers have found many alternative ways appropriate to interpret and translate the phenomenon of the consumer's world in a manner suited to their intended audience. Hirschman and Holbrook (1986) use Levy's article of 1981,``Interpreting consumer mythology'' as an example of translation of emphatic interviews with housewives. Levy actually interviewed six housewives in depth about the various family members and their attitudes and behaviour in relation to food but it is not evident from this research to what extent he was able to take the roles of such housewives; in essence this is left to us to decide. Additionally, although he used some of the housewives' descriptions verbatim this did not form the major part of his interpretation which was based on a complex series of diagrams building up into a mythology of food consumption. Indeed if one looks to other interpretivist researchers' work (Walsh and Spiggle, 1994; Holt, 1995; Hill, 1991) one sees a wider range of approaches to role taking and extensive description than would be implied by examining the writing on methodology in this area. However, interpretivists typically stress the subjective nature of the research (Hirschman and Holbrook, 1986; Spiggle, 1994; Ozanne and Hudson, 1989) and suggest that this is clearly recognised by both the creator and audience and such an understanding may lie behind the range of approaches found in specific studies.
Challenges to interpretive inquiry
The major controversy in the literature concerned with interpretive consumer research revolves around two related issues regarding the status of the scientific approach in research. There is first the issue of whether a scientific approach is superior to any other and secondly whether the interpretive approach to consumer behaviour research can be said to exemplify a scientific approach Tybout, 1987, 1989; Holbrook and O'Shaughnessy, 1988; Hirschman, 1985) . While apparently inter-linked there is underlying these points opposing thinking; on the one hand the scientific tradition may be rejected by interpretivists as inappropriate to their research approach (Lincoln and Guba, 1985) but on the other there is an argument that scientific research should not be restricted to empiricist research (Hirschman, 1985) . Tybout (1987, 1989) argued that the scientific approach is fundamentally oriented to challenging theories with data. This, they say, is neither the aim nor intention of interpretive research, and so it should be regarded as different although not inherently more or less valuable than scientific knowledge. However, their thinking is that interpetivism may contribute to scientific knowledge only by suggesting hypotheses appropriate for testing in empirical studies. Unless testing occurs conceptualisations that arise from interpretive research should not be equated with scientific knowledge. The interpretivists (Holbrook, 1987; Holbrook and O'Shaughnessy, 1988) Solutions to the debate? Hirschman (1985) has suggested that science should be viewed as an inherently normative, person-centred enterprise rather than a phenomenon-based, unbiased process of truth discovery. Science is still created by people and as such is subject to the influence of their attitudes, personalities etc. This would result in a far broader conceptualisation of science than that given by Calder and Tybout (1989) . Both Hirschman (1985) and Belk (1986) refer to Mitroff and Kilmann's (1978) classification into four types of scientist to support their view of plurality within the scientific approach. These four types of scientists can be presented in two-dimensional space as shown in Figure 1 .
Using this descriptive framework, the Analytical Scientist is closest to the traditional logical positivist view of science. The other types move more toward the feeling and intuiting from sensing and thinking and in so doing they shift to some degree from a traditional scientist's position towards a traditional artist's position with the conceptual humanist pursuing knowledge through subjective and speculative insight. The position taken in is that for the benefit of knowledge advancement we need both the Analytical Scientist and the Conceptual Humanist. An argument that might be set against this typology is whether science and art are on the same dimension? While accepting this as a counter argument, it may be more acceptable in a discipline such as consumer behaviour, where such a clear cut dichotomy is difficult to justify, that it is both better and more constructive to accept Hirschman's position that as personal characteristics of consumer researchers will influence their research one should think in terms of``scientific style'' (Hirschman, 1985, p. 225 ). Holbrook and O'Shaugnessy reflect Hirschman's concerns for the characteristics of consumer research when they say that like other social sciences it lies somewhere on a spectrum between physical sciences associated with rigor and empirical warrant and the humanities where understanding and interpretation are pursued. Here Holbrook and O'Shaughnessy (1988) make use of a helpful definition of interpretation``as the critical analysis of a text for the purpose of determining its single or multiple meaning(s) '' (1988, p. 400) . Indeed while this is best known in analysis of literature of historical events, as they point out any body of evidence whether in a laboratory, a survey or text is subject to interpretive analysis and so is transmitted as```facts'-as-interpreted '' (1988, p. 401) .
It might be more productive for the researchers cited above to set aside their differences and agree to disagree over what is the nature of scientific inquiry. However, the problem that interpretivists still face is to be accepted as part of mainstream research rather than an interesting if peripheral sideline. Although Calder and Tybout (1987) emphasised their acceptance of qualitative and interpretive research (they made a distinction) as making a contribution. They do however``damn with faint praise'', emphasising that qualitative research should not be``dressed up as higher-order constructs and presented as scientific '' (1987, p. 137) and that with regard to interpretive knowledge:
Critical relativism is not the methodology of scientific knowledge. Again, however, this does not mean that interpretive knowledge is of little value in its own right (p. 139).
A criticism made by Calder and Tybout (1989) which perhaps is something that interpretivists should be more cautious about is the presence of expressions of personal sentiment. In a criticism of Hirschman and La Barbera's (1989) analysis of the meaning of Christmas, they say that the way that the authors expressed their conclusions, not only do not do justice to their research but also by expressing a somewhat individualistic poetic sentiment they actually obscure their contribution. The passage cited is as follows: Whatever one might think about the sentiments actually expressed as an encapsulation of Christmas and its meanings, the statement is only tangential to the research; it is on too abstract and generalised a level to go beyond being more than an opinion which someone might have expressed in conversation. Therein lies a problem that interpretive consumer researchers must address, by emphasising the importance of interpretation and understanding, they must not lose sight of the need to adequately express conclusions that are meaningful and at least helpful in furthering knowledge in the area they have chosen to research.
It may well be that the most fundamental criticism of interpretivism is to some extent of its own making. By caricaturing some aspects of research within the empiricist approach and relying on an extreme version of`p ositivism'' with which to compare themselves, interpretivists not only make plurality more difficult to achieve but also leave themselves open to criticism of their own assumptions and those they have made for positivism (Hunt, 1989) . In some cases there seems to be a drive for identifying incommensurability where none need exist. For example Ozanne and Hudson (1989) use an example to show the incommensurability between work done by two researchers within the different traditions but as Hunt points out although the researchers were using the same term (emotion) they were in fact not referring to or measuring the same phenomenon; a classic apples versus oranges case. Hunt (1989) argues for an understanding that`d ifferent'' does not necessarily meaǹ`i ncommensurable''.
Art and science in consumer research
In criticising interpretivists for their caricature of``positivism'' one needs to see their viewpoint from an historical context which has traditionally viewed interpretivist research as primarily a form of hypothesis-generation which should be validated by more rigorous quantitative procedures. However, it is a mistake to rely on some concept of rigor as a surrogate for``truth'' and as Holbrook and O'Shaughnessy point out, in his intellectual autobiography Popper (1976) rejected the subjectivist theory of art as self-expression. Through a comparison of the work of Beethoven and Bach, Popper argued instead that artists tested the emotional impact of their creation on themselves and from this modified, rewrote or even discarded their work.
The arguments over the nature of interpretivist research and its status as science or not may mask more fundamental questions regarding its usefulness both in terms of theory generation and its relevance to``the real world''. In his 1993 article,``Discoveryoriented consumer research'', Wells begins by making his attack upon the``theory oriented account of scientific progress '' (1993, p. 496) which he said is supposed to correct mistakes through rigorous falsification. He suggested that unfortunately, theories are too often defended in such a way as to discount disconfirmation rather than admit to be wrong. An example, he cited is Cummings and Venkatesan's review of cognitive dissonance (1976) . After considering 23 studies, they found that while the theory of cognitive dissonance was``not proven'' they could conclude that the evidence in favour of dissonance theory looked good. Similarly Wells said, there are few examples of the following up of consumer behaviour theories to systematically replicate and search for the limits of previous findings. Science has depended heavily on confirmation and disconfirmation to present findings within a perception of objective reality, and perhaps the problem really is that consumer behaviour can not be categorised within such a disciplined framework of objectivity. However, central to the discussions of interpretive research and its role in the broader discipline of consumer behaviour is whether the work developed in this mode is trustworthy and as such useful; although a researcher like Holbrook (1987) might dispute the need for the latter.
A fundamental question regarding the trustworthiness of interpretive research is posited by Belk (1986) . He questioned whether we can consider the knowledge generated by the humanist or artist to be more tentative than that generated by the scientist; is art's role only to suggest hypothesis for science to test or can knowledge generated by art have equal claims to presenting truth as science? He answered the questions posed by looking at how art has contributed to our understanding of materialism which he defined as the relationship between people as mediated by things. While Belk looked specifically at the arts, his findings are applicable to the interpretivist mode in its humanist form. An extensive examination of literature, painting, poetry, film, music and photography lead to an important conclusion concerning the relative value of science and art:
Because science is a simplified abstraction to explain an action, and art is an embellished elaboration of an experience we can often rely on art to provide the more complete and multidimensional multisensory perspective to help us understand rather than simply explain (Belk, 1986, p. 24 Scientific descriptions of the past may diminish or not even record some of the aspects of consumer behaviour that may be enlightened by reading Henry James' novels for example. Belk warned that data from such sources may not be representative; however, one could rejoin that at a particular level however small, they probably are. (5) Data for the future: With the invention, price decrease and miniaturisation of home videotaping equipment, the ability to gather film data on consumers, by themselves increases. There may be even more data of this kind available to researchers in the future. (6) Validation: In looking at art's role in validation, Belk simply turned the roles of science and art around by saying that one can look to an introspective novel to look for support or refutation of, say, an information processing theory of consumer choice. While on its own such an example does not sound very convincing, looked at from a wider`g estalt'' perspective there must be merit in the use of broader, wider, and deeper descriptions of some phenomenon which may have been arrived at scientifically to further expand, understand and look for exceptions in what is being studied.
Overall, Belk's argument might be summarised as saying that without the richness and variety of a descriptive mode often exemplified by the arts but potentially equally available in consumer behaviour, we may loose real information as well as detail. While this information is different in the way it is presented and even what it says, that does not mean that it will be any less useful than that which would emerge from an empiricist approach. The examples he gives as cited above reveal those facets of a humanist view of the world that add to our information and knowledge in a useful manner.
Conclusions
This paper has examined the position of interpretive research within the consumer behaviour tradition and has attempted to balance the arguments between the more objective, scientific approach and that of the interpretivists which may lie closer to the humanities. It is the contention of these authors that consumer research has little to gain from a continued argument over who is right and who is wrong and should rather look to the contributions which can be made from either side just as in real life major contributions are made by art and science, it just happens that the nature of these contributions is different.
While intuitively the complexity of human behaviour would be likely to result in many differing patterns and realities this may not always be the case. Indeed while there may not be only one``reality'' for some investigations there may be some that are either more convincing or prevalent than the rest. Whereas in natural science there are some facts that are viewed as unambiguous, (Hirschman and Holbrook use the example of the rate at which an object will fall through a vacuum (1986)) the very nature of interpretive research means that there can be a number of alternative interpretations from which to choose to represent the phenomenon under study; one has to ask whether this undermines the trustworthiness of the research or makes it a better exemplar of thè`r eal'' world. Just as we should be happy to identify the objectivity realities of scientific experimentation, similarly we should be content to see the microcosm of``reality'' contained within a novel, a picture or one consumer's shopping experience.
